Recently, O2O services, which combine the advantages of online and offline commerce in various business areas, are rapidly spreading. The primary purpose of this study is to identify the determinants of the user's satisfaction and continuance intention in O2O service. For this purpose, a research model was developed based on the comprehensive review of related literature, and a survey was conducted on 316 O2O serivce users. The major findings from the data analyses are as follows. Firstly, confirmation, convenience, facilitating condition, and price value had a positive influence upon perceived usefulness. Secondly, confirmation, conveniece, facilitating condition, and price value had a positive influece upon satisfaction. Lastly, perceived usefulness and satisfaction had a positive influece
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